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PERANCANGAN CORPORATE IDENTITY SEPATU HANDMADE DAN 
CUSTOM “MONK” MELALUI MEDIA DESAIN KOMUNIKASI VISUAL 
 
Muhammad Ersyad Bagus Pahlevi1 
Hermansyah Muttaqien, S.Sn., M.Sn.2   Drs. Mohamad Suharto, M.Sn.3 
 
ABSTRAK 
 
Dunia fashion selalu membuat masyarakat terutama anak muda ingin tampil 
dengan produk fashion up-to-date, berkualitas dan eksklusif. Namun mungkin 
produk fashion yang diinginkan ternyata tak sesuai selera, bahan, warna atau 
ukurannya, begitupun dengan sepatu. Dari kebutuhan itulah MONK menawarkan 
produk sepatu handmade dan custom berbagai model, bahan dan ukuran yang 
selalu terjaga kualitas serta detail prosesnya. Tujuan Penelitian: Merancang 
corporate identity MONK sebagai brand lokal produk sepatu handmade dan 
custom berupa identitas visual tetap yang berkarakter dan media pendukung agar 
semakin dikenal citranya secara meluas. Prosedur Penelitian: Tugas akhir ini 
merupakan penelitian bersifat deskriptif. Teknik pengumpulan data dengan 
wawancara, observasi, dan document reviews. Hasil Penelitian: MONK sebagai 
brand lokal produk sepatu handmade dan custom memerlukan identitas visual 
tetap yang berkarakter agar citranya makin dikenal masyarakat luas serta sebagai 
pembeda dengan kompetitor. Konsep perancangan corporate identity MONK 
menekankan kesan handmade, eksklusif dan fleksibel mengikuti perkembangan 
tren fashion. Beberapa media pendukung juga dirancang untuk penggunaan 
internal dan kegiatan promosi. Kesimpulan: Perancangan corporate identity serta 
integrasi media pendukung MONK sebagai brand lokal sepatu handmade dan 
custom memberikan potensi besar bagi MONK untuk semakin dikenal target pasar 
se-Indonesia. Saran: Brand lokal MONK sebagai representasi jiwa muda perlu 
semakin luwes mengikuti tren perkembangan fashion dengan tetap berpatokan 
pada konsep dasar yang telah diusung dan mempertahankan konsistensi 
identitasnya agar karakter dan citranya selalu diingat. Strategi pemasaran MONK 
ke depan harus selalu update melalui media promosi baru lainnya yang belum 
dirancang dalam proyek penelitian ini. 
 
Kata Kunci: MONK, Sepatu Handmade dan Custom, Corporate Identity. 
110 halaman + xvi halaman, 2 tabel, 47 gambar, 21 lampiran 
Pustaka: 18 buku (1992-2011), 15 alamat laman 
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CUSTOM SHOES VIA VISUAL COMMUNICATION DESIGN MEDIA 
 
Muhammad Ersyad Bagus Pahlevi1 
Hermansyah Muttaqien, S.Sn., M.Sn.2   Drs. Mohamad Suharto, M.Sn.3 
 
ABSTRACT 
 
Fashion is never stop make society; especially youth wants to be in fashion by up-
to-date, high quality and exclusive products. However the desired fashion 
products for several people may not matched in fashion taste, material, colour or 
size. So do with the shoes products. Based on that needs, MONK offers handmade 
and custom shoes products in various models, materials and sizes which always 
be maintained for its quality and every detail of processes. Research Objective: 
Designing corporate identity for MONK as a local brand of handmade and 
custom shoes products into a strong character of constant visual identity and 
supporting media with an eye to make its image more widely and deeply known. 
Research Procedure: This final project is a descriptive research. Data gathering 
by interviews, observation, and documentation reviews. Research Result: MONK 
as a local brand of handmade and custom shoes products requires a constant 
visual identity that shows its character so its image will more widely known by 
public as well to differentiate with another competitors later. The concept of 
designing MONK corporate identity emphasizes the impression of handmade, 
exclusive and flexible parallelly with the expansion of fashion trend. Some 
supporting media also has well-designed for internal use and promotional 
activities. Conclusion: The new design of corporate identity and its integrated 
supporting media for MONK as local brand of handmade and custom shoes 
products provides enormous potential for MONK to increasingly recognized the 
market target in Indonesia. Suggestion: As a local brand, MONK represents 
youthful spirit so it is necessary to be flexible parallelly with the expansion of 
fashion trend, while keep stay in MONK’s basic values concept and maintaining 
consistency of brand identity so its character and image will be kept in people’s 
mind. In the future, MONK’s marketing strategy have to regularly updated via 
another new media promotion which has not been designed in this final project 
yet. 
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